小売業態のポートフォリオ戦略ー顧客生涯価値から顧客生活価値へー by 鄭 舜玉
In the twenty-first century, as consumers acquire knowledge of information technology,
they effectively take power from manufacturers and distributors and create the
customer-driven marketplace. The concept of “strategic consumer” proposed by Cachon and
Swinney (2009) demonstrates the necessity of changes in marketing to cope with the
customers’ initiative. In this paper, we focus on another features of present consumers, i.e.,
the “just-in-time” consumption. They purchase when and what they want from convenience
stores as well as discount stores. They select shops every day by taking the total transaction
cost into account. Therefore, retail companies are required to devise the retail format










Devising the Retail Format Portfolio





























































































































































































































































































































































































注1 Cachon and Swinney (2009a, b) 参照。
2 Brown (2010) は、ホスピタリティ分野でポートフォリオ分析を行っている。
3 Peppers and Rogers (1993) 参照。
4 本村他（2006）、照井（2008）、松原（2010）等、参照。
5 Cachon and Swinney前掲論文参照。
6 以下の説明に関しては、鄭（2010）参照。
7 Hirshleifer et al. (2005) p.433ff参照。




12 Krishen et al. (2010) p. 186等、参照。
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